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Abstract 
Controlling the spread of Pandemic Corona virus (COVID-19) in India to reduce the effects of 
infection across the country is an urgent issue of public health. Mass media reports on an epidemic 
or pandemic can provide important information to the public, and in turn, can induce positive healthy 
life practices (i.e., handwashing & social distancing) in the individuals, that not only will reduce the 
probability of contracting the disease but also getting infection to other also. Mainstream Media 
fatigue, however, can dampen these effects. The logical models can be used to study the effects of 
mass media reports on pandemic outcomes of COVID-19. In this study we study with based on model 
to provide a quantification of Mainstream media reports on the variability in important public health 
measurements. We also include Mainstream media report data compiled by the Global Public Health 
Intelligence Network, to study the effects of Mainstream media reports in the COVID-19 pandemic.  
Keywords: Corona virus (COVID-19), Mainstream Media (MM). 
 
Introduction 
To inform the public during this uncertain period, newsrooms across the world have made pandemic 
coverage a priority. But the dynamically changing and symptoms unverified nature of COVID-19 
data being released has left journalists and researchers with challenges in providing accurate 
information to the public health. The consistency of indispensable role that media plays in society 
very sincerely. Media don’t just help us pass the time; they keep us informed. Increasingly, media 
create shared authentic news, cultural moments and reflect who we are as people. The industry needs 
financial models that work to be able to keep fulfilling these functions, which appear ever-more 
important during times of the pandemic COVID-19. 
 
The COVID-19 pandemic is disrupting every industry from cortege to large range. For the media 
sector, corona virus creates both opportunities and challenges simultaneously. 
In one hand, social distancing has led to a spike in at-home MM media consumption, and growing 
numbers are turning to news providers for timely and trusted information on the crisis. In the other 
hand, some of the most valuable broadcast content – such as live sports – is being postponed or 
cancelled, leading to spending reallocations by advertisers and a subsequent drop in income for 
Mainstream media companies. 
The current disruption may be unprecedented, but the MM industry has been upended many times 
before. Since the turn of the century, digitization of content, the rise of social media and acceleration 
in mobile consumption have all forced changes to the way media companies monetize content. 
Today – thanks to the internet’s low distribution costs and the global audience it offers – every 
publisher or distributor is a lawful competitor, each striving to capture a share of advertising spend 
and viewer’s attention. 
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Some have thrived: their addressable market is bigger, or they’ve scaled to stay competitive. New 
startup companies – created new ways of reaching clients. Others struggle; local news in particular 
faces major challenges. A few have failed, and a few more may do so in the future. 
The ministry of Ayurveda, Yoga & Naturopathy, Unani, Siddha and [3] Homoeopathy or 
AYUSH, sent out a new advisory to states suggesting "add-on traditional medicine interventions 
to conventional care" after coming under fire from medical experts for recommending Arsenic 
Album that was not backed by adequate scientific [8] evidence to battle Covid-19 symptoms. 
 
The advisory suggests intake of anti-malarial Ayurvedic drug, AYUSH 64, developed by the 
ministry, use of sesame oil in the nose, an .. 
The CCRAS (Central Council for Research in Ayurvedic Sciences), an autonomous body of 
AYUSH, had developed AYUSH-64 that claims to treat malaria without side effects. The NRDC 
(National Research Development Corporation) [1] has signed an agreement with Dabur to 
market this drug in 2014. The ministry in its latest advisory has asked for the two of the tablets to 
be taken twice a day. 
The letter also said that while Ayurveda has "worked towards enhancing the immunity against 
host of infection. 
 
INTERNATIONAL RESEARCH JOURNAL OF MULTIDISCIPLINARY 
STUDIES  
 
 Vol. 6, Issue 6, June, 2020        ISSN (Online): 2454-8499            Impact Factor: 1.8167 (GIF), 
                                                                                                                             0.679(IIFS) 
10th June, 2020                                  Page No: 3 
Web: www.irjms.in                                   Email: irjms2015@gmail.com, irjms.in@gmail.com            
 
 
 A new global health crisis that have included [11] misleading reports and even racist tones, the 
international media has struggled to make sense of the new strain of COVID-19, being both 
lauded and criticized by media experts. Analysts say coverage has been carried in areas not yet 
exposed to the virus and has included [3] some racial stereotyping, while not enough attention 
has been focused on real stories shared by patients. 
For weeks, the corona virus has been covered by news outlets [7] around the world. Television 
channels have been flooded with information about the outbreak that originated in China with 
live updates. The media has diligently reported on the number of deaths, infected patients as well 
as possible causes of the virus. 
In other parts of the world, the media exploited the unusual origin of the virus that jumped from 
animals to people. [10] When scientists revealed that the likely source of the COVID-19 are bats, 
a British tabloid, the Daily Mail, published a story of a Chinese woman eating one such 
mammal. 
"Footage purporting to show a Chinese woman eating a whole bat at a fancy restaurant has gone 
viral as the country is ravaged by a new deadly virus believed [16] to have come from the flying 
mammals," the Daily Mail wrote. 
 
 
MM as well as Mass media campaigns can be used to provide information on current and 
effective vaccination, [2] drug therapy and social distancing measures. Public health education 
campaigns, that include informative literature (i.e., pamphlets), posters, newspaper articles and 
advertisements, radio and television messages, and social media outlets (i.e., twitter, facebook) 
are used daily to inform the public on current health issues. MM outlets can aid in [18] 
dissemination of this information. Studies of mass media campaigns and healthy behaviour have 
reported that mass media campaigns can elicit positive behaviour change and even prevent 
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negative behaviour change in individuals. It is therefore concluded that mass media campaigns 
should be used to inform the public so that behaviour change can result. It has been shown that 
information conveyed by the MM is [9] becoming the critical factor as to whether or not a 
vaccination campaign will succeed. It is believed that the media coverage of the recent SARS 
and 2009 H1N1 epidemics had an effect on the total spread of these pathogens. More recently, 
MERS-CoV, Ebola, H7N9 and COVID-19 have been the subject of many media reports. 
Pervasive media coverage of social [4] problems may lead to desensitization to media reports a 
diminished emotional responsiveness to a negative or an aversive stimulus after repeated 
exposure. This same phenomenon can occur with health events –individuals may be more likely 
to take precautions against becoming ill with the first reports of an epidemic or health threat, [13] 
but individual sensitivity to disease reports may diminish with time, and social distancing 
practices may be relaxed, affecting disease transmission. To better control infectious diseases a 
better understanding of the effects of mass media [6] on the uptake and waning of social 
distancing practices is needed. 
There is evidence that media engagement intensifies during shelter-in-place events. In 2017, 
Nielsen measured a 56% increase in television usage in the US during Hurricane Harvey. [16] 
The trend is replicated in today’s context too. Italy and South Korea, two countries further along 
in their experience of the pandemic, [4] have seen increases of 12-17% in TV consumption. 
Another barometer for value is the number of paying consumers. Some argue this is the most 
important, [17] because it is a critical component of financial sustainability in the industry. Here, 
there is room for improvement. On average, under half of consumers pay for media – 44% for 
entertainment and only 16% for [1] news. 
This is emphasized by the trend that paid subscriptions are higher among young people than 
older age groups. [7] On average, over 60% of consumers aged 16-34 pay for entertainment, 
compared to 22% of those aged 55+. The younger group is also more likely to pay for news. [13] 
This generation grew up with the internet’s culture of free, so their greater desire to consume and 
pay is another indication of improving value. 
 
  
These are reasons to be optimistic. Where action may be warranted is in three areas. 
First is the [5] immediate challenge posed to the industry by the corona virus crisis. There’s 
evidence that self or forced isolation as a result of COVID-19 has boosted media consumption, 
[12] even as traditional drivers of media consumption like sports and live entertainment have 
slowed. And few can argue against the value of having newsrooms that provide timely 
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information in such situations. But all media rely on the free movement of people to [8] produce 
and consume content. At least in the short term, it will have to find ways to adapt. 
Connected to this is the massive role that advertising plays in funding content creation. Our 
research [13] shows that low-income groups are far less likely to pay for news than people with 
higher incomes or social status. This suggests that concerns of emerging [5] "information 
inequalities", where wealthier consumers have access to more or higher-quality information, are 
very real. 
Some publishers offset the cost of producing content with advertising in order to ensure equality 
of access. In a scenario, [8] still plausible at this stage, where disruption from the COVID-19 
takes longer to resolve, media companies will find themselves with an advertising [14] revenue 
shortfall. The financial burden of keeping people informed and entertained may start to shift 
away from advertisers and onto other stakeholders instead. [6] In the long run this may require 
greater government intervention. 
This relates to the final area worthy of attention, which is the increasingly competitive nature of 
media today. A lot of attention has been focused on the ‘war’ [10] between media companies for 
consumers’ eyes and wallets, potentially underestimating the impact of so-called “super 
competitors” now entering the industry. [2] These companies, also termed “ecosystem media”, 
use content to drive value to other parts of their businesses. On the one hand, a portfolio of 
products and services may mitigate the risks of being MM-only. [9] However, the influence such 
companies exert on the overall media landscape is significant. 
We know we need better metrics for consumers’ perceptions of value in MM. We now need 
better metrics for how these companies provide value for society. It’s said that media love a 
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Economic impact of the COVID-19 pandemic in India 
The economic impact of the 2019–20 corona [14] virus pandemic in India has been hugely 
disruptive. World Bank and credit rating agencies have downgraded India's growth for fiscal year 
2021 with the lowest figures India has seen in three decades since India's economic liberalization 
in the 1990s. [5]‘The former Chief Economic Advisor to the Government of India has said that 
India should prepare for a negative growth rate in FY21 and that the country would need a ₹710 
lakh crore (US$10 trillion) stimulus to overcome the contraction. However, the International [7] 
Monetary Fund projection for India for the Financial Year 2021-22 of 1.9% GDP growth is the 
highest among G-20 nations. The Indian economy is expected to lose over ₹32,000 crore 
(US$4.5 billion) every day during the first 21-days of complete lockdown which was declared 
following the corona virus outbreak. [4] Under complete lockdown less than a quarter of India's 
$2.8 trillion economy is functional. Up to 53% of businesses in the country will be significantly 
affected. Supply chains have been put under stress with the lockdown restrictions in place; 
initially there was a lack of clarity in streamlining what is an "essential" and what is not. [3] 
Those in the informal sectors and daily wage groups are the most at risk. A large number of 
farmers around the country who grow perishables are also facing uncertainty. 
The Government of [17] India has announced a variety of measures to tackle the situation, from 
food security and extra funds for healthcare, to sector related incentives and tax deadline 
extensions. On 26 March a number of economic relief measures for the poor were announced 
totaling over ₹20,00,000 crore. On 27 March the Reserve Bank of India also [10] announced a 
number of measures which would make available ₹374,000 crore to the country's financial 
system. On 29 March the government allowed the movement of all essential as well as non-
essential goods during the lockdown. On 3 April the central government released more funds to 
the states for tackling the COVID-19 totaling to ₹28,379 crore. [5] The World Bank and Asian 
Development Bank have approved support to India to tackle the COVID-19 pandemic. 
An increase in MM reports can be modeled using various different assumptions. Here, it [2] is 
assumed that media reports are proportional to a fraction of incoming infectious cases ρσE that 
are symptomatic and/or reported to a doctor. It is also assumed that the effects of mass media on 
social distancing behaviours can wane. The relaxation of social distancing 
behaviors q1 and q2 also reflect this behavior. 
Note that ignores covariance and higher order moments i.e. it assumes that all model classes are 
independent of all others. We include a derivation of in the Appendix that includes higher order 
moments. [13] For the current study and parameter values and the model provided in the 
Appendix do not differ considerably. Thus, we chose only to present results of here within. 
Note that more levels of social distancing can be included in the susceptible populations. Social 
distancing can also be included in the exposed and infectious classes. [16] For the purposes of 
the current study we chose to include only three levels of social distancing in the susceptible 
population—none, [5] moderate, and total isolation. This selection has provided a more 
analytically tractable model to study MM effects on social distancing and vaccination behaviors. 
Furthermore, an optimal number of social distancing levels that would best represent all social 
distancing behaviors in vulnerable, exposed and infected populations is currently unknown. [11] 
An extension of this model to study a ‘continuous social distance’ in all model populations, 
instead of discrete stages like that used here, is a course for future work. 
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Stochastic model 
COVID19 is deterministic and cannot be used to study variability in infection. We have 
developed an Agent-based Monte Carlo (ABMC) [4] simulation to study variability in key 
epidemic measurements when vaccination, social distancing, media and waning behavior are 
included. The ABMC simulation models the population at the level of individual agents where 
each agent contains characteristics associated with infection status, birth, death and social 
distancing measures. The ABMC reproduction [9] moves forward in time using event times: the 
next time that an individual changes state within the system. To compare to a system of ordinary 
differential equations (ODEs) exponential distributions for all lifetimes are assumed. lists the 
means of the lifetime distributions, corresponding to the parameters. 
 
 
INS appeals for stimulus package for print media amid COVID-19 lockdown 
 
The Indian Newspaper Society (INS) has appealed to the Centre for a [10] burning stimulus 
package for the print industry amid the crisis it is facing with the outbreak of COVID-19. 
In a letter sent to the Ministry of Information and Broadcasting, the INS urged the government 
to consider the removal of the 5 per cent customs duty on newsprint, two-year tax holiday for 
newspaper upbringings, 50 per cent increase in advertisement rate of Bureau of Outreach and 
Communication (BOC) and a 100 per cent increase in budget spend for the print media. 
 
It also urged the [15] Centre to settle the overdue bills of advertising from the BOC and other 
state bodies. 
Reiterating that the MM was playing an important role in disseminating information amid the 
pandemic, the INS said the industry was facing an unparalleled crisis. 
Despite newspapers cutting down the cost on preparing minimum the number of pages and 
merging weekend supplements with the main editions, the financial [2] losses are severe as it 
visible. 
The gap in between production cost and what readers pay for newspapers is usually made up 
by advertising — the lack of which has put the print media in crisis, the INS said. 
Many Local and [7] National newspapers have already suspended publishing and other 
newspapers are facing Lockdown challenges. If they collapse, it is bound to affect the domestic 
newsprint manufacturing industry also. Such a situation will have a ripple effect affecting a 
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Mass Media Contents during the Lockdown period 
More than 20 years after its broadcast, Ramanand Sagar’s epic mythological series “Shri 
Krishna” is ready to comeback on Doordarshan, Psarbharti announced. The show joins other [8] 
popular epics such as “Ramayan” and “Mahabharat” to be re-run amid the nationwide lockdown 
due to the coronavirus pandemic. 
Created, written and directed by Ramanand sagar, the series chronicled the life of Lord Krishna. 
The show was [3] first broadcast on Doordarshan’s Metro Channel (DD 2) from 1993, but 
moved to DD National in 1996. 
 
Reruns have become the norm on General entertainment channels (GECs) during the lockdown 
owing to lack of fresh content. DD National has brought back iconic [110]hows such as 
Ramayan, Buniyaad, Circus, Shaktimaan and Byomkesh Bakshi. Colors is broadcasting reruns of 
shows Balika Vadhu, Jai Shri Krishna, [13] Mahakali, Ram Siya Ke Luv Kush, Dance Deewane 
and Comedy Nights With Kapil. Meanwhile, Zee TV is playing reruns of Jamai Raja, Pavitra 
Rishta, Jodha Akbar, Sa Re Ga Ma Pa Li’l Champs 2017 and Hum Paanch. Office Office is 
being broadcast on Sony SAB and Star Plus’ Mahabharat and Siya Ke Ram are back on TV 
again. 
A number of these repeat telecast are being broadcast during the non-primetime slots on TV. 
Non-primetime [16] viewing has increased by 79% in India since the lockdown as per a study by 
Broadcast Audience Research Council India (BARC) and Nielsen. 
 
The GEC genre has grown by 17% during the 2nd week of April over the sample [4] pre-covid 
the beginning period after December. “The reruns of classics seem to be reaping benefits for 
channels like DD National and other GECs too in terms of viewership,” says Sunil Lulla, CEO, 
BARC India. At the beginning of the lockdown, in the week of March 28-April 3, GEC 
viewership grew only by 9%. The Hindi GEC genre, [17] which has grown by 43%, clocked an 
all-time high viewership with 850 crore impressions in week 15 (April 11-17) in the Hindi 
speaking markets since 2015. A large part of the Hindi GEC growth can be attributed to the 
tremendous surge in the viewership of DD National due to the return of marquee shows on the 
channel. DD National, which does not typically find itself in the top 10 channels list, has become 
the reigning GEC during the lockdown in India and has left leading entertainment channels like 
Zee TV, Colors, Star Plus and Sony Entertainment Television far behind. 
The channel’s leadership position has made it a favourite among advertisers, media planners say. 
The advertisers number on Ramayan has increased three percent at the [2] beginning show in the 
lockdown to 42 in week 15. A 10-second ad spot on Ramayan is in the range of Rs 65,000 to Rs 
75,000. 
“But in this circumstance the high GEC viewership, revenue is not following the eyeballs, Indian 
Broadcasting [9] Foundation has noted that the corona virus lockdown has resulted in nearly a 
50% drop in advertising bookings for all national and regional TV channels. 
According to report, advertisers are not very keen on buying ad spots on these re telecasting the 
same what they are interested in is brand value and branded content to stay visible and constant 
relevant. 
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COVID-19: Call for apps to get fake Covid-19 news button 
 
The Global Public Health Intelligence Network for sharing statistics on pandemic (COVID-19) 
Corona related online media activity during the 2019-20 Corona pandemic. [18] The opinions 
and individual expression articles not necessarily represent those of the Public Health Agency of 
the country by the authors.  
After declaration of PM Modi’s [6] largest economic package of 20 lakh crore for 
reestablishment of nation and economy, now it is not only a challenge but also need to follow in 
real the expected development and finding the possibilities to reach our commitment to reform 





In this New Media age of increasing information worldwide instantly to [14] make people aware 
of every possible happening of global Corona pandemics, increasing rates of reporting of these 
events may [12] influence public perception of health risk. The present studies investigate the 
impact of high levels of media reporting on the perceptions of disease. Undergraduate 
psychology and medical students were asked to rate the severity, future prevalence and disease 
status of both frequently reported diseases COVID-19 reported diseases (e.g. yellow fever). [7] 
Participants considered diseases that occur frequently in the media to be more serious, and have 
higher disease status than those that infrequently occur in the media, even when the low MM 
frequency conditions were considered objectively ‘worse’ by a separate group of participants. 
Estimates of severity also positively correlated with popular print [3] media frequency in both 
student populations. However, here the concurrent presentation of objective information about 
the diseases can mitigate this effect. It is clear from these data that the media can bias the 
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